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４要素は，頭文字をとって4P＇sとも呼ばれる（product, price, place, promotion）。
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マーケティング・ミックスは経験則か 295
Is Marketing Mix a Rule of Thumb?
Fundamental Thought for Broadening the Concept
Kosuke Mizukoshi
Abstract
　This paper discusses about marketing mix which is well renowned in marketing studies. In 1960＇s, marketing 
concept has been broadened to non profit organization. On the other side, we don＇t know what is marketing mix 
itself. This paper indicates marketing mix is not so-called a rule of thumb, but it is based on economical perfect 
competition.
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